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- As Senator Lassa said, over 70 individuals and grassroots local food leaders have spent time and
energy providing input into this bill. It’s great to see so many people working together to help

- improve Wisconsin’s economy and overall health by progressing local foods. I think the
bipartisan support for this bill and the shear number and breadth of participants involved
demonstrates that this program can make a strong impact with modest dollars.

As Secretary of Agneulture I have a great interest in seeing farmers succeed. Agriculture
generates $51.5 billion for the state’s ‘economy and employs almost half a million people.

Agriculture is our heritage, but it is also our future. If we don’t invest in our agricultural heritage -
it will be lost - the land the skills, the dlversn:y and the strong economic impact. '

Preserving our agncultural heritage and contmumg to strengthen our agricultural economy
means growing Wisconsin agriculture in diverse ways. The key to achieving this is finding ways :
to increase farm profits. Buying local 1s one great strategy to help achieve thls

‘We must see that farmers have an opportunity to own a piece of the action along the supply chain
- — whether that means investing in the growth of small scale processing facilities, helping farmers
market directly to consumers, or- helping farmers work collaboratively to meet the demands of
grocery stores, restaurants or our schools we rnust help supply the growmg demand for locally -
grown food.

People are hungry for food with local roots. -Local food preserves open space, and helps improve
the health of our citizens and our economy. These are just a few of the reasons I am enthusiastic
about connectlng consumers w1th Wisconsin farmers and agri- busmesses N

Today we are here to discuss the growing demand for Wisconsm grown food and how Wisconsin
“can position itself to take advantage of this important trend. I hope you will listen to those that

. . .are coming forward to testify as they are critical drivers of our State’s economy and include

- farmers, grocers, restaurants and schools that need our help. DATCP is committed to meeting
* the needs of this growmg agricultural opportunity but cannot do: thls w1th0ut your help and
support. '

T

_ Agnculture generates $51.5 billion for Wisconsin o _
2811 Agneulmre Drive » PO Box 8911 = Madlson WI 53708-8911 » 608-224-5012 « Wlsconsm gov
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® My name is Rink DaVee. My wife and I run Shooting Star Farm just outside of Mineral Point.

o I appreciate that this bill came out of a broad discussion about how to grow the local food economy. I
was asked to speak on behalf of large volume distribution since that is my area of experience though I
am extremely supportive of the whole bill,

® As a farmer, I needed a way to market my goods efficiently and profitably. Therefore, 11 years ago I

' collaborated with other farmers to create the eggperative distribution organization- Home Grown
Wisconsin Cooperative. Home Grown Wisconsin pools produce from farmers to sell to restaurants in
Madison, Milwaukee and Chlcago ~

L For 5 years I served as the coop’s general manager and I saw first hand the opportunities that opened up
for local farms. Distribution networks appropriate for local farms j € \q{ally important for the increased
access to markets, foz-Wiseonsimfarms. As a model Home Grown Wisconsin has been very successful.

° I'support the Buy Local, Buy Wisconsin bill because it will support efforts by farmers to work together
to sell their products.

® We can create new market opportumtles for Wisconsin farmers if we work to gether to pool our products
for markets close to home- including our schools, hospitals and grocery stores.

o These type of collaborative ventures take resources- financial and labor. That’s why we need the Buy
Local, Buy Wisconsin program. :

* Consumer demand is there, producer desire is there. Now is the time for the state to invest in the Buy

Local Buy Wisconsin program to help make it possible for Wisconsin farmers to grow and innovate for
years to come.

Thank you,

Rink DaVee
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Buy Local Talking Points-- GRC 2/28/07 WM& -

Gerry Campbell, Madison WI, member of the Dane County Food Council,
member of the Board of Directors of the Madison based REAP food group
and teacher of agricultural economics and food systems at UW-Madison for
over 30 years. Here as a citizen speaking in favor of this bill

Passing this bill supports a process which invites citizens to work
together with small amounts of fginzgt}:ial support and technical
support to create a locally oriented food economy.

The bill provides the opportunigty for broad mput into the
development of program details

The bill supports a growing movement to provide a durable
foundation in local economic development in an uncertain world.

This bill expresses our Wisconsin faith in the creativity and
capacity of our people to make their local economies work for
them]with a little help from their state government.

“This bill is smart public policy because with a very small
investment it energizes the creative forces of our neighbors in
‘doing the hard work it will take to create new dimensions in
vibrant local food economies across our states

This Bill sustains Wisconsin's national and international leadership
in the movement to create sustainable local food economies.

Read quote from McKibben Deep Economy: The Wealth of
Communities and the Durable Future, Times Books, p.3
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Written testimony: 3/28/07, SB 89

My name is Anna Maenner and I serve as the Executive Director of the Wisconsin Apple
Growers Association, the Wisconsin Berry Growers Association, the Wisconsin Fresh
Market Vegetable Growers Association and the Wisconsin Agricultural Tourism
Association. ‘

I'm testifying in support of SB89 or as it is better known the "Buy Local/Buy Wisconsin
Initiative." We estimate that for the average Wisconsin consumer local foods currently

- comprise about 1% of their food budget. This is because the current food distribution
system offers local foods to a pretty exclusive group of consumers, those who frequent
their local community farmers markets, those that visit their local on-farm market or
those who participate in a Community-Supported Agriculture Program. '

The purpose of the Buy Local/Buy Wisconsin initiative is to create the infrastructure that
would allow local foods to be distributed more readily through grocery stores,
restaurants, schools, hospitals, or wherever consumers choose to eat. This initiative
would give farmers the opportunity to come together and work to overcome the batriers
that exist to these markets i.e. the need for some processing, a local ordering and
distribution system, a cooperative production system. The barriers and the solutions to
these challenges may vary depending on the region of the state.

This initiative will alow farmers to come together and apply for a grant that will assist

. them in overcoming the issues they face in their region. One solution may not fit all and
this initiative takes that into account. Secondly, this program will bring together two of
the major economic drivers in Wisconsin agriculture and tourism. Heritage, cuisine and
agricultural tourism trails have been successful in other countries and in other parts of the
nation. Many Wisconsin farmers are diversifying into agricultural tourism to supplement
their production income. The Buy Local/Buy Wisconsin initiative will look at
developing regional trails whereby tourists could be guided through a cultural experience
that includes tastes of our agricultural heritage as well as modern agriculture. This
experience would include farm visits, historical presentations, and a connection with the

~ flora and fauna that is Wisconsin agriculture. It would include taking that visit to the
dinner table where tourists experience the food that is Wisconsin whether that is on the
farm or in a local restaurant.

The Buy Local/Buy Wisconsin initiative works for the farmer as it increases his
marketing opportunities whether he/she chooses to focus on production, on tourism or
both. This adds up to a "plus" for the farm's bottomline. This initiative works for the
consumet, as it will increase their knowledge of what foods are grown locally and who's
doing the growing. It will provide more opportunities for consumers to enjoy the
freshness and taste that comes from eating foods that were picked and prepared in the
same day. This initiative also works for communities, as it will bring together the
businesses in town that are distributing our food with the farmer on the land who is
growing that food. The farmers that I represent would appreciate your support of thlS
initiative. Thank you for your time and consideration.
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TESTIMONY PROVIDED ON BEHALF OF THE ONEIDA TRIBE OF INDIANS
_ OF WISCONSIN
‘To the Senate Committee on Economic Development, Job Creation,
Family Prosperity and Housing
Wednesday, March 28, 2007
Re: SB-89 Buy Local, Buy Wisconsin

Members of the Committee:

Good morning, my name is Paul Ninham and I am an elected member of the Oneida Nation
Business Committee. T am here today on behalf of the Oneida Nation to express our support for
SB 89 and to answer any questions or discuss any concerns you may have regarding this
legisiation.

SB 89, referred to as “Buy Local/Buy Wisconsin” bill, requires the Department of Agriculture,
Trade and Consumer Protection (DATCP) to promote the agricultural products of this state.
The bill requires DATCP to conduct a program to increase the production and improve the
distribution of foods and related products for local consumption. The bill also creates a grant
program under which DATCP provides grants for regional food and cultural tourism trails and
promotes the development of regional food systems through activities such as creating or
expanding facilities for the processing and distribution of food for local consumption.

We feel that this legislation will be beneficial for not only the Oneida Nation but the entire State
of Wisconsin. It cannot help but further our economy if we educate our citizens and promote the
benefits of buying food products grown and raised by our own neighbors.

The Oneida Nation fully supports the concept of “Buy Local, Buy Wisconsin” as evidenced by
our agricultural enterprises. Through Oneida Community Integrated Food Systems (OCIFS) we
provide the Oneida people and surrounding communities with natural and fresh meat, poultry,
buffalo, and fruits and vegetables, along with traditional health and wellness products. Three
areas of OCIFS are Oneida Nation Farms, Oneida Apple Orchard and Tsyunhehkwa. Let me
educate you briefly as to the scope of each so you get a feel for our commitment to the idea of
“Buy Local/Buy Wisconsin™: :







.

» The Oneida Nation Farms operation consists of approximately 8,000 acres, 5,000 acres
of which are under cultivation. The remaining 3,000 acres are in various conservation
programs and wildlife restoration. On the Farms we grow several cash crops including
corn, soybeans and alfalfa. We also raise close to 300 Black Angus steer and 120 head
of buffalo. The wholesale end of the business sells the natural Black Angus beef to
local processing and meat markets, while the retail end sells processed beef by quarters,
halves, and individually wrapped items to the Oneida people and surrounding
communities.

» The Apple Orchard rests on about 40 acres where we maintain approximately 4, 900
trees. In addition to the large crop of apple trees, we also grow a wide variety of fresh
produce such as strawberries, raspberries, blackberries, sweet corn, squash and
pumpkins. Part of the Orchard’s goal is to generate interest in the area of agriculture as
well as encourage our children to understand at a young age the importance .of growing
healthy food.

> Tsyunhehkwa (which translate into “life’s sustenance”) is an agricultural community
and cultural-based program located on an 83-acre site. Tsyunhehkwa’s goal is to
produce high quality, organically grown foods to ensure a healthier and more fulfilling
life for not only the Oneida Tribe but also the general public. The three main
components of Tsyunhehkwa are Agriculture, Cannery and Retail. They process and
sell free range poultry, including farm fresh eggs. The cannery, in addition to
engaging in food preservation, also teaches canning techniques. And the retail area,
while selling natural and holistic products, also educates its customers on the benefits
of using these products. Finally, Tsyunhehkwa offers on-site tours and does
presentations throughout the Tribe and surrounding communities

Through this brief overview I have encapsulated the importance that we place on utilizing our
land to raise and cultivate food products which we supply for not only our own community, but
also our surrounding neighbors and communities.

Through these enterprises, the Oneida Nation has a strong foundation already established;
however, we feel that for the many efforts we make to expand and share with outlying areas, we
are still limited due to lack of knowledge and education on the part of our neighbors.

People in Green Bay, for example, look to the west and see the Oneida Casino...

People from other areas of the state look at Northeast Wisconsin and see the Green Bay Packers,
Lambeau Field and the Oneida Casino.

Not many of these people, however, are aware that they can purchase Black Angus beef raised
on Oneida Farms, fresh fruits and vegetables grown on the Apple Orchard, or organic foods and
products from Tsyunhehkwa Retail Store.

If marketing efforts are increased and the public is educated as to the importance of buying their
food products from their neighbors vs. the focal “superstore,” and if more grants are made
available to support these programs, it would allow us and many other small, individually-
owned businesses around the state the opportunity to expand their operations. This, in turn,
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would help spur the Iocal and state economy. And finally, who knows, those Chicago Bear fans
just might go home with a side of beef from our lovely state...

In closing, I want to reiterate our support of SB 89 and ask that you vote in favor of this
legislation.

Thank you for this opportunity.
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. Hearing on Buy Loca, Buy Wisconsinsg89.
. Wednesday, Harch 28, 2007- 10 AM - Madison ~ State Capitol

. Alliance / Board Member-Wisconsin Rural Partners.

. -Senator Lassa's support for the Buy Local, Buy Wiséonsin inftiativé is great newsfor!
o “the needed resources to develop regional agricultural tourism in the state. -
lnmanypans of the state there is ‘fi'tt'kle'_-éd_d}dinaﬁoﬁ topromoteagncuuurai tourism and
«we have much to be gained by coordinating efforts to promiote our regional aftractions ~

" By: COnmeLoden,ExecutnveD!rectorHeartof WlsconsmBusmess & Economlc AR

' Wisconsin's agricultural economy. - The Buy Local, Buy Wisconsin program willprovide e

i -from our cheese plants and farm stands o our winéries, breweries and on-farm™ - -+ .

- atfractions.. This initiative would assist us in.our Agriculturé Industiy Cluster -~ .~ "
¢ development to identify and capture additional economic opportunities. -~

“Having led a Tour to Ireland, in November 2008 to study.the regional branding initiative s

. -inthe west cork region, it has become clear to me that in Wisconsin we will be missing
~ key opportunities if we do not support regionaf agricultural tourism iniitiatives. ‘Similar to "

reveriues and create stronger connection between consumers and Wisconsin's food @nd.

- Thie food & culture tourism trails companent of the BLBW program will allow us to bridge.

~.only generate immediate tourism dollars in a community, it wil also impactfuture

A

- West Cork, we have the opportunity to_brand regions of the state o increase tourism -~

<.food & culture to craft 4 new tourism experience for travelers. . This connection willnot -

- purchasing decisions by estabishing relaionships between consuriers and produosrs,

. 1 urge you t6 support passing the Senate Bil 89 to initiate the Buy Local Buy Wisconsin







Wisconsin Department of Tourism

Jim Doyle, Governor : Keli A. Trumble, Secretary
March 28, 2007

The Honorable Senator Julie Lassa

Chair, Senate Job Creation, Economic Development,
Family Prosperity & Housing Committee

State Capitol, Room 323 South

Madison, WI 53707-7882

Dear Senator Lassa:

On behalf of Wisconsin’s Tourism Industry, I bring statewide support and enthusiasm for Senate Bill §9
‘designed to market local agricultural products. Wisconsin’s sustainable agriculture built our largest industry
and is key to the continued health of our state’s economy and job market. Additionally, there is an important
supporting role the Department of Tourism and our partners across the state can play to assist the Department
of Agriculture in this effort.

Culinary travel is one of the hottest trends in tourism today and Wisconsin is uniquely poised to benefit from
it. The Department of Tourism has been working with the Department of Agriculture to develop a
comprehensive marketing and public relations plan that will define and promote Wisconsin’s niche in this
national trend. Our investment of time and resources will increase when Bill 89 becomes law as we promote
the itineraries that will be possible via the proposed grant program. Tentatively entitled “Food & Culture
Tourism Trails,” this project will draw from its creators — the people and products of Wisconsin — ways to
explore the history, culture, recreation and natural bounty of our state through food-based travel.

Our rich cultural heritage and the exceptional products of Wisconsin growers and specialty food makers,
from cranberry wine to limburger cheese and brats to top-notch vegetables, supply countless exploratory
menus for the state’s robust tourism industry to entice travelers. Research shows that Wisconsin travelers
spend more than $3 billion annually on food. Locally, tourism contributes more than $590 million to
Wisconsin communities and supports over 332,000 full-time jobs.

We anticipate the concerted support to buy local Wisconsin products as set forth in Senate Bill 89 to
substantially boost the economic and general health of Wisconsin by increasing agricultural sales --
especially for small family and independent producers. The bill also will encourage restaurants and dining
facilities to take advantage of high quality local produce and products used in excellent cuisine and
radhitional Wisconsin dishes.

The Department of Tourism urges the committee to approve Senate Bill 89 and the support it provides to
increase awareness and consumption of locally produced foods and related products. This evolution in state

policy is a desirable step in our commitment to keep moving Forward.

spectfully,

] e —

Wisconsin Tourisin Secretary

Ce: Senators John Lehman, Kathleen Vinehout, Pat Kreitlow, Ted Kanavas, Alberta Darling and Carol
Roessler ‘

Travelers spend $12 billion in Wisconsin every year.

P.O. Box 8690 » Madison, Wl 53708-8690 » Telephone; 608/266-7621 * FAX: 608/266-3403 * www.travelwisconsin.com » www.wisconsin.gov







~ BUY LOCAL, BUY WISCONSIN

GROWING MARKETS CLOSE

TO HOME
Wisconsin is perceived by consumers and retail and
wholesale buyers as the most dynamic and diverse food :
. . o RETAIN $2 BILLION IN WISCONSIN
and agriculture local foods system in the US. Both
rural and urban areas offer products and experiences COMMUNITIES

that reflect Wisconsin's unique geography and heritage
in the form of the highest quality and the greatest diver- *  RECIRCULATE UPWARDS OF $38 BILLION:

sity of grains, vegetables, dairy, fruits, and other spe- IN LOCAL ECONOMIES
cialty crops that excite consumers to taste, buy and .
o  GROW SMALL & MID-SIZED FARMS

seek out Wisconsin for their food experiences,

: . o  DEVELOP NEW MARKETS FOR WISCONSIN
' PRODUCTS & SERVICES |
|UPDATED BLBWI15 L

| sanuary 2007
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Executive Summary

Buy Local, Buyf Wisconsin

With a groundswell of producer and grassroots support and. the increasing consumer demand
for locally produced food, now is the time for growing Wisconsin’s local food economy. The

. development of the “Buy Local” food econdmy is one of the most rapidly growing, economically,
socially and culturally important opportunities in agriculture today. Supporting the growth of
locally grown and processed food positively impacts farmers, communities, consumer nutrition,
the environment and Wsconsm s economy. To strengthen Wisconsin's food economy and '
-secure our position as one of the country’s top producers of diverse, high quality food products,
Wisconsin must establish a comprehensive program to support the growth of Iocally grown
foods. : , .

The Buy Local, Buy Wisconsin “10% by 2010 Goal”

By shifting 10% of consumer food spending to locally .
produced products, consumers will contribute nearly $2 -
bilfion to local communities and annually re-circulate :
dollars upwards of $3.8 billion by 2010 See Append:x

E for more detail.

$19.2 Billion $1.9 Billion

10%

‘Total Annual Oboorinit
. . ) . . ortunt
Retaining food expenditures in the state adds economic WI Food PP y
power to communities through the local multiplier effect, - Expenditures’

an economic principle that shows dollars spent and
invested locally generate more wealth in communities
- than dollars spent outside a community.” The typical
community begins to see a positive economic effect
when a dollar circulates in a Iocal economy 2-3 times
" before: leaving the community.2 Keeping food dollars in _ .
Wisconsin communities helps support local busmesses - $3.8+ Billion
|mprove farm income and create jobs. . Local Dollars
' Re-circulated
- 2-3times?

Resource Request

To achieve the 10% by 2010 Goal, this program requires an annual budget of $550,000. Funds
will support two Economic Development Consuitants poised to coach local food producers on

- marketing, business: plannlng, fund sourcing, production and distribution. In addition, a
competitive grant program will provide the much needed financial support to local commumty
based orgamzatlons to help propel the growth of the local food system _

Prog_ ram_"P'fo'g'osai |
-The Buy Local, Buy Wisconsin progrem integrates two compohe’nts:: b

: - I, Food & Guiture Tourism Trails
- .Il. Regional Food System Deve_lopment__

1
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~ Introduction

In December 2005 DATCP convened a gathering to explore creatmg a broad- based program to’
~ - encourage consumers and, businesses to buy Wlsconsm to better promote and. market Wisconsin
foods; and to create and instill a brand-like loyalty among Wisconsin consumers. Since December
2005, broad-based working groups developed and part|0|pated in building components for a
. statewide program. From January.through May, 2006, more than eighty individuals representing
.. producers, state, local, regional, federal and private sector organizations contributed to the
. -development of this program. This included more than twenty working sessions, online discussion

forums, research and strategy sharing, a survey, meetings and presentations. This |n|trat|ve has .
received wide support from Wisconsin food producers, manufacturers retailers and Iocal

‘organizations. See Appendix A for a list of participants.

Through the Buy Local, Buy Wisconsin planning effort, participants identified the following hurdles
impeding the sale and distribution of Iocally grown food - . _

. A limited number of processing facilities that provide smaller run or batch processing.

. The small number of USDA approved meat processing facilities, coupled with 'one_rous :
- ‘producer time and financial constraints to reach them. '

 Significant barriers 'to accessing institutional and state bhuying systems.

* A need for more consolidated information and education for obtaining marketing,
processing, distribution, and general agriculturat business start up information. '

"« Alack of producer marketmg expertlse and uncertamty about how to reach food buyers and
~ “buy Iocal" consumers ' :

e Challenges connectmg food buyers with producers o source local food

. Limited centrahzed |nformat|on that connects Wisconsin travelers W|th agnculturally related
travel destinations and direct sales of Wisconsin foods. '

+ _ Inability of individual producers to conquer regional or statewrde hurdles with I1m|ted time
and financial resources. '

+ Lack of connection between food and consumers.

The Buy Local, Buy Wisconsin (BLBW) program will serve as the umbrella program in a way that

caplures the efficiencies of coordination while allowing for the creation of broad action. DATCP will
provide market development services intended to increase the sale of locally produced products
and services. The BLBW program provides market and business development functions that are
needed to fully maximize existing programs such as SavorWisconsin.com and Something Special
from Wisconsin™. SavorWisconsin.com connects the producer with the consumer, retailers and
restaurants. Something Special from Wisconsin™ is an identifier that ensures the consumer that
they are purchasing a Wisconsin product. ' '

Together, these two components will:
o Strengthen communities
o Develop new markets for Wisconsin products and tounsm
o Spur growth of Wisconsin small and mid-sized farms
o Enhance local efforts and state policy

2
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Program Details

The objectives of this program are: 1) To develop, expand and enhance marketing, distribution and
processing networks between consumiers, food producers, distributors, retailers and public
institutions, 2) Increase consumer awareness and access to diverse high quality local foods and 3)

~ Strengthen and use grassroots efforts across Wisconsin to self drrect the best fit approach to build
-local food markets

The program objectwe erI be achieved through an integrated program structure that includes two
components '

| Food & Culture Tourism Trails
Il Region‘al Food System Deveiopment

Program functlons will be carried out through the Buy Local Buy Wlsconsrn staff housed at the
DATCP Program structure is illustrated below.

DATCP Judy. 2006

| Buy Local, Buy Wisconsin Program

Wfisconsin Department of
Agriculture, Trade & Cansumer Protection

2 FTE Economic Development Consultants
Grant Program Development and Managemeant
Branding & Image

Marketing

Training and Education

web-based Networks

Program Evaluatron and Impact Trackmg

o8 tral

sGrants ve madels
+Training ant pment resources
sResource toolbs e

sCoordinated marketing:and. g and education programs |

Food pohcy devélopment

l. Food & Cutture Tourism Trails Component
This component will create a total of eight trails throughout Wisconsin to promote a region’s unique

o food, culture and products. The trails will bridge food and culture to craft a new tourism experience
for travelers--a personal invitation and guide to meet producers and experience communities who
“.grow and highlight local food products. The traveler will be able to experience it, taste it, and

- purchase it. This connection will not only generate immediate tourism dollars within a community

" but will also impact purchasing decisions by establishing a relationship between the consumer and

f'th_e_producer, ultimately steering future food expenditures toward locally grown and produced foods.

The Wisconsin Food & Culture Tourism Trails component is designed to create new markets for

Wisconsin’s agricultural products through identifying, adding value, promoting, and connecting

~ locally-grown foods with other regional cultural features throughout the state, to provide complete
tourism experiences for travelers to and in Wisconsin. Working group participants designed this

3
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component of the Buy Local; Buy Wisconsin ptan to capitalize on the historical and future
connections between agricultural and rural life. -

~ In addition to the working groups, in March, 2006, DATCP, Wisconsin Rural Partners, Inc.:
(Wisconsin's federally-recognized state rural development coungil}, and the Wisconsin Agricuitural
Tourism Association conducted a survey at the Wisconsin Governor’'s Conference on Tourism to

- assess interest and potential participation in this program. Respondents included tourism business
operators; Federal, State, local government and Native American tribal officials; convention and- -
visitor bureaus, chambers of commerce and other associations; media, and college students
Respaondents represented every region of the state. - ,

All survey participants said they would like the region in which they live to participate in a food and
culiure-based tourism program. When asked what foods they would feature within their region,
responses included sweet corn, apples, honey, cheese, butter, cranberries, wild rice, chocolates,
pizza, coffee, wine, strawberries, lamb, sausage, buffalo, game meats, brats, fish, blueberries,
cherries, pasties, maple syrup, beer and-soda, potatoes, fruits and vegetables. It is evident from
the variety of responses that there are many markets to develop for local foods. When asked what
marketing strategies and tactics might be used in their regions, respondents presented a variety of
creative ideas, including farmers’ markets, food shows and cooking demonstrations, food-based
festivals, tours, powwows, visitor passports and discount programs, and internet-based promotions.

This program component will create a statewide framework of development, branding and quality
control for regional groups who apply to participate in the pregram. The Food & Cultural Trails |
component will work in collaboration with the Wi Department of Transportation’s scenic byways
program and the Department of Tourism’s Agri-tourism initiatives. The DATCP role wilt establish -
and oversee minimum requirements and quality standards for each region’s trail. Applications will
require trails to include several elements: fresh markets and dining establishments that feature
locally-produced foods; recreation and leisure opportunities; art, history and cultural assets and
natural attractions; lodging and accommodations. Applications will be evaluated based on the
number of local and Wisconsin products included in the trail; the pfan for providing business
education and technical assistance for frail participants; and for integration with other DATCP
programs, i.e. Savor Wisconsin and Something Special from Wisconsin™. Applicants will be
-required to collect evaluative data and have a quality control plan {o ensure a consistent brand
lmage : , ;

This component wiil include:

1. A grant program which designates regional trails for food and culture tourism |

- development. Two trails will be designated in Year 1; three additional trails in

- Year 2; and three additional trails in Year 3, for a total of eight trails. Each
selected trail will receive up to $50,000 over a three-year period for _
coordinating the trail and providing services to participating producers and
other businesses in the trail. Regions will be self-determined by the
coordmatmg entity/applicant. The coordinating entity may be a non-profit. -
organization, local government or other regional organization that has the
expertise to coordinate and deliver training and technical assistance.

2. Branding and image opportunities for regional trails and trail participants. A:
. statewide brand for the program that can be adapted regionally to designate -
.. aspecific trail area. Examples of branding and image programs that
- Wisconsin currently uses are shown at right. The brand image will alsobe - P T L
o -_adaptable for use by participant sites along the trails. Applicants for reglonal WISLEQ%%;H _
- .- trail designation will be encouraged to include producers who use the s R i A
- Something Special from Wisconsin™ identity program, and those who are o
- featured on the SavorWisconsin.com web site. 2

Y rovelwiseonzin.com |

BLBW15




3. .Technical assrstance and program coordrnation A DATCP Economlc Development
Consultant (EDC) will manage overall program implementation and provide technical
marketlng and business advice to frail coordinators and participants. The EDC will develop a

- toolbox that erI include cooperative marketing and promotion education, as well as proven
models and strategies such as business networks and word-of-mouth marketing programs.
The toolbox will be used as a means for business development, consumer education, and
for quality control of the brand image. Tool examples include fraining programs for business
planning and practices, product development, labeling, health and safety, customer service,
site management, trail market development, public relations and the economic impacts of
buying local. In addition, the EDC will build organizational capamty wrthln reglons in order to
promote sustainability of the trails beyond the grant penod S

IL. Reglonal Food System Development Comgonent -

The needs, challenges and opportunltses for buﬂdmg a regronal food system are as varied as the
consumer . communities they serve. This component will identify and address the variety of hurdles
facing regional food system development, such as supply and distribution problems, access to

- markets, lack of state policy, geographic distance from major markets, institutional purchasing
impediments, value-adding capacity, or limited business skills.

This will be accomplished through the creation of online tools and netWorks, a competitive' grant
program and program coordination that will support and inspire agricultural innovation. These tools
will help food producers meet the challenges they face, including access to markets, geographic

- distance from major markets institutional purchasing impediments, value-adding capamty, or limited

busmess skills.

De\relo’ping stronger Regional Food System will increase market opportunities for Wisconsin
producers. This requires a systemic approach to strengthen relationships between players in the
network, and help identify and remove impediments to accessing new markets. Program results
- will be shared with broader audiences to provide guidance on shaping state and lfocal food policy.

This component will include: ,
1. A competitive grant program. Grants will be provided to help fund innovations and/or
- extendable models related to the development of marketing, processing and distribution
. networks. A competitive grant program will provide the much needed financial support to
local communities to help propel the growth of the local food system. Successful models can
be implemented across the state. Organizations, producers and individuals addressing the
followmg issues will be encouraged to apply.*

* Creation or expansion of retail Iocatlons that promote and sell Wisconsin food products

¢ Creation or expansion of food distribution and processrng facrhtleslnetworks that support
Wiscansin producers

+ Development or expansion of consolldatedlcooperatlve efforts that help meet the

~demand of larger retailers and/or institutions

e Educate producers on the requirements and approach necessary for selling to retailers
and institutions .

* Consolidated multl producer or multi-group effort working to develop or strengthen

connections between producers and retailers, institutions andfor consumers.
* This list is ot comprehensrve and is subject to change based on a more thorough assessment of local
food systern market needs. Funding priority will be placed an apphcants whose initiafives have the
greatest rmpact on Wsoonsm 's local food economy.
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‘Technical assistance and program coordination. A second DATCP Economic Development
Consultant will work with grassroots efforts to identify and reduce hurdles in regional food
system development; provide business coaching for marketing, business planning, fund
sourcing, production and distribution; develop web-based resources to aid producers with

- the start-up and growth of Wisconsin food businesses; identify and connect key food assets
throughout the state; and disseminate: grant funds that support busrness mnovatlon and

, |mprove regional food system marketmg _ _ :

‘Food business information resources. lnformatlon on best practlces wrl! strengthen the
economic viability of agricultural enterprises and small-scale food processors throughout
Wisconsin, and develop profitable, sustainable businesses. Content will include business
development resources; lists of processors and community kitchens; business planning
tools; information on licensing and permits; financing; marketing; and food safety. DATCP
will team with network partners to locate and create relevant food business resources and
utilize the exrsttng SavorW|sconsm com mfrastructure to Iaunch mformatlon

Policy development and lmplementatlon The Secretary of Agrlculture Trade and

- Consumer. Protection shall appoint an advisory council of producers, processors, industry
- organizations, consumers, and other institutions o help advise DATCP on strategies -and

program directions to enhance regional and local foods sales and the capacities needed in
Wisconsin to be a national local foods leader.

- BLBWIS
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Benchmarks and Evaluation

As part of the Buy Local, Buy Wrsconsrn program, DATCP erI prepare an. annual evaluation report
The report will assess the program’s effectiveness, rncludrng S

1. The progress of the 10% by 2010 pledge and its economic |mpact ln Wsconsun as
compared to baseline data establrshed for the program S o

c 2 Capacity of the components to deve!op and delrver the services outlrned in the program
- This will be measured by program activity, use and impact of services as measured through -
the increase in use of existing programs and user surveys on value of new programs..

3. Economic impact of the direct grant investments in the regions. For the regions, elements
' - that will be evaluated include number and variety of participants in each trail; increases in
- direct sales for those participants; type, variety and quality of education and technical -
~assistance provided; creation or growth of local networks; attrition of trail partrcrpants
__mcrease in tourism volume; customer satisfaction measures, and others.

_The UW—Extensron Center for Community Economic Development has agreed to develop specific
indicators, benchmarks, and data collectron strategres that er[ be used to evaiuate the program

" The Department of Tourism will also contrrbute by addrng measures foits annual tourism survey
that evaluates the |mpact of marketrng and promotron

- BLBW15




Need

Strengthen Communities

‘We can directly impact Wisconsin's commumtles by retaining and mrculatlng food expendlture

doIIars within a community.

‘The accelerated globalization of the economy has opened and enlarged markets for food, furthering
the competitive disadvantagé faced by small farmers. According to the Crossroads Resource
Center in Minneapolis,® food now travels an average of 1,500 miles from producer to consumer.
“Transporting food i :ncreases the need for preservatwes diminishes nutrltlonal value and taste, and

increases energy costs.’

The challenge to be competitive in a global market has changed the way
agricultural economists look at the markets for small and mid-sized farms.
Necessity and consumer demand have caused farmers to look for markets:
closer to home. A 2003 study completed by the Crossroads Resource. Center
revealed that relying on traditional supply chains for getting food products to
market creates a negative balance in a regional economy - that is, the input
costs to produce food are greater than the revenue the regions generate from
agricultural sales. Yet, at the same time, the region’s consumers are-spending
almost as much on food purchases outside of their region.

In 2005 and 2006, the Crossroads Resource Center performed regional
economic analyses in six regions of lowa, Minnesota, California, Florida and
Alabama, and found that, no matter the specific crop or variety of crops
produced in a region, all regions had a food sales deficit. At right is a shapshot
of an economic analysis of a 12-county region in Minnesota as an example.
The author of the analyses, Ken Meter, indicates that direct selling from

 farmers to consumers within the respectlve reglons is necessary to retain

agricultural wealth in the regions.”

Reverse Mid-size Farm Decline

Ina 12-coUnty'fegi0n in
West Central Minnesota,

" where 173,000 residents

hold $3.1 billion in annual
purchasing power, farmers

"lose $150 million each year

producing food commodities,
and aiso spend $600 millicn
buying outside inputs. At the
same time, of the $354
million the region's

- consumers spend on buying

food, $250 million is spent
outside the region. This is a
total loss of $1 billion of
potential wealth each year.
This loss amounts to 70% of
the value of all food
commodities raised in the
region.

Source: “Finding Food in Farm
Country," economic analysis,
November, 2005,Crossroadsf

Resource Center,
www.creworks.org

Wisconsin's mid-sized farms struggle to compete in today's highly consolidated, global food system.
From 1997 to 2002, the number of Wisconsin farms ranging in size from 50 to 999 acres decreased
by 21 percent. As part of a national research project on "agriculture-of-the middie," researchers
from the University of Wisconsin-Madison and lowa State University found: "...the mid-sized farms
are the most vulnerable in today's polarized markets, since they are too small to compete in the
highiy consohdated commodlty markets and too large and commoditized to sell in the direct

markets "
~ Although the number of smail farms is incr_easing, their production has
: not replaced the volume lost from the decline of mid-sized farms. The

| .Farm Size Change in # of farms trend, however, does present an opportunity for new, local markets. Mid-

from 1997-2002 . _ : ?

. — sized farms can benefit most from the growing consumer demand for
Less than $9,999 +15% - local, value-added products. The UW/lowa research project atso found
$10,000 to $99,999 (20%) "...unprecedented _oppo_rtunities fo deve_fop a food gnd fafmir]g system

o ! ” - that can enable the agriciulture of the middle to thrive...mid-sized
©19100,000t0 $499,999 | (18%) _]. operations will be able to provide greater quantities of some of these
"1 $500,000 or more +16% | products and both $mall and mid-sized farms can be linked into
Source: USDA National Agm,m,a, Stafistics Servica | Marketing networks that4 can efficiently supply substantial quantities of
(NASS) 1997, 2002 _ ~ | these unique products !

8
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-Prowde State-level Coordination -

A Buy Local, Buy Wisconsin working group was convened because of the need for coordmatfon policy
and advocacy at the State level for producers, institutions and communities wanting to increase selling
and buying opportunities for products grown and produced locally. These interested parties have
partnered with DATCP to support.and connect the resources, strategles and state pOlICIeS that will
"tncrease local sales of Wisconsin products : S

BLBWI1S -




Opportunity

Consumer Trends '

" ‘Per capita expenditures on fruits and vegetables are expected to have the hlghest increases among all
types of foods through 2020, according to “The Expanding U.S. Market for Fresh Produce,” a February,
2004 paper published by the Midwest Agribusiness Trade Research & Information Center at lowa State
University.® Although imports have grown 11% in the last decade to meet this growth, the paper says,
most consumers will prefer locally-grown foods because they are more and more concerned about
nutrition, safety, variety and convenience. “In a growing portion of the market,” the paper says,
“consumers will be willing to spend more money on higher-quality produce. As a resuit, growing niche
markets-for non commodity products are expected to provide greater opportunltles for both forelgn and
domestic producers to increase the farm vaiue of fresh produce.”

This market opportunity not only 'addresses the consumer trend but advances the goals of the State’s
“Heaithiest Wisconsin 2010” effort. The plan's eleven health priorities include adequate and appropriate
nutrition and overweight, obesity, and lack of physical activity. As recognlzed in the plan, addressmg

~ these pr:ontres requires intensive-collaborative action.

Small and mid-sized farms offer the unique opportunity to build new local markets by connecting their
products directly to the consumer. With the University of Wisconsin-Extension, and hundreds of local
development organizations, a strong community economic development infrastructure exists in Wisconsin
that offers the perfect opportunity to grow new markets by building local partnerships. The Buy Local, Buy
Wisconsin program will connect Wisconsin's food producers with this infrastructure and other appropriate
- businesses and attractions, to build regional experiences centered on food and other products.

Buy Local Consumers Seek Connection with Producers
According to USDA-AMS, Wisconsin consumer food purchases are predicted to increase 28.66% from
2003 to 2008 (see Appendix B). Consumers are becoming more knowledgeable and selective about the
food they eat, often seeking a personal connection to food. New experiences centered around food are
being pursued every day. This can benefit Wisconsin's diverse agricultural producers. According fo the
market research firm The Hartman Group, "Consumers want to buy into products and brands that foster
and support the lifestyle-oriented communities they value. Buying local gives them the direct link to
extend and expand into their own community, empowering them and giving them the sense of belonging.

- They want to feel as if they know producers on an intimate level."® The Buy Local, Buy Wisconsin ’
program will establish and strengthen the connection between producers and consumers.

Regional Food Systems Improve Local Economies & Enhance Tourism

W“Buy Local, Bwth Buying local reduces energy costs and environméntal emissions, and
Isconsin Serves Iné . 3ncreases the local economic impact of food dollars.'® - According to
triple bottom line by g oL . . ;
: SN Gerald R. Campbell, University of Wisconsin-Madison Professor of
enhancing Wisconsin's i Ry - . .
economic, socialand ~ A\@ricultural Economics, “Buy Local, Buy Wisconsin serves the triple
environmental bottom line by enhancing Wisconsin’s economic, social and
systems.” environmental systems.” Regional food systems are closely tied to

-Gerald R. Campbel  gther facets of community economic development.

In addition, developing vibrant regional food systems c¢an create opportunities for tourism in
rural areas. A recent study by the USDA's Economic Research Service found that, "Rural
tourism and recreational development leads to higher employment growth rates and a higher
percentage of working-age residents who are employed. Earnings and income levels are also
positively affected."'! Agricultural marketing, through the Buy Local, Buy Wisconsin plan, will
help grow the state’s $12 billion tourism industry. .

10
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Conclusion

The 10% by 2010 Goal will strengthen Wisconsin’s agriculture and local communities by

- annually contributing over $1.9 billion in food dollars to local economies. The design and

“ components of this program represent the best thinking and experience of individuals from
across the state who logged hundreds of hours in research, working group meetings, and online
forums for information sharing. The Buy Local, Buy Wisconsin program will grow new. markets
by presenting an integrated approach to economic development. The methodology and
resource investment can expect to recelve widespread support from mdnnduals and
orgamzatlons throughout the state.

- 11
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| 'Rewsed Budget December, 2006

'To successfully |mp[ement the Buy Local Buy Wisconsin program, an annual budget of $550 000 is
necessary. Program costs include the hiring of staff to manage the program, supplies and services
to implement the grant apphcat:on processes, grant funds, and funds for marketlng and evaluation
services, educatlon programs and mformation technology : :

Sample Program Budget

| Year 1 Year2 Year 3 Year 4 Year 5

1. Personnel $144,150 | $147,033 |$149,973 |$152,973 |$156,033

* | 2. Supplies and Services, |$30,000 | $35000 | $35000 | $33,000 | $30,000
travel, training ' C

3. Marketing $40,000 $35,000 $27,000 | $27,000 $25,000

4. Evaluation $10,000 $15,000 $20,000 $20,00_0 $20,000

5. Education Programs $30,850 |$52,967 | $53027 | $52,027 |$23.967

8. Information Technology | $70,000 $40,000 $40,000 | $40,000 '$70,000

7.Grants $225,000 |$225,000 |$225,000 |$225,000 | $225,000

$550,000 $550,000 $550,000 $550,000 $550,000

W Tourism Support- | $20,000 ' . $1.2_0',0g0 $20,000 $20.000 $20,000
Marketing (see budget . ; ‘
note #3)

Budget Notes

1. . Personnel includes salary and benefits for 2 FTE DATCP economic development
~ consultants who will manage program development and coordination, training, education
and technical assistance and information technology. Positions have a starting salary of
$50,000 with 44.15% fringe benefit rate, and are indexed by 2% per year cost of living
increase.

2.  Supplies, services, travel and trammg includes office equmment and Supplles travel and
tralnlng for 2 FTE positions.

3. Marketing funds will be used to develop and produce branding and image materials. Funds
will also be used for marketing and promotion campaigns that will be developed in
collaboration with the Department of Tourism and implemented by both agencies. Tourism’s
commitment to-the program will be at a baseline of at least $20,000 worth of marketing and -
public relations in-kind support. This support could include marketing consultation, web
promotion, public and media relations, graphics and advertising agency ser\nce fulfiliment,
publications, adverttsmg and special promot:ons

12
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Evaluation funds will be used to track and report performance indicators for all elements of
the program. DATCP will sign a memorandum of understanding with the University of
Wisconsin - Extension Center for Community. Economic- Development to provide data

- fracking and evaluatlon analysis on the programs

Education programs mclude workshops training- programs conferences -zhd other:
. educational mechanisms to help producers, suppliers, regional coordmatmg organlzatrons

. - and consumers to build capacity to fulfill the Buy. Local; Buy Wisconsin program goals. -

" Dollar amounts are indexed according to the number of trails that will be in.operation and
their maturrty in the program.

- Information Technology includes hardware and software expenses, time and expertise for
developing online databases and websites. Year 1 and Year 5 allocations are higher to -
cover research and development in the first year, and systems enhancements in the fifth -
year. To facilitate the development of statewide Eocal food networks, onlrne electronic
resources are critical to program success. ' :

Grants inciude three-year commitments for each successful region to participate in the Food

& Cuiture Tourism Trails. The three-year commitment is for $20,000 in Year 1, $20,000 in
Year 2, and $10,000 in Year 3 for a total of $50,000 per trail. Two trails will be designated in

Year 1, three additional trails in Year 2, and three additional trails in Year 3, for a total of
“eight trails. Grants also include a general pool of funds that will be distributed competltlvely
- as mlm-grants to fund mnovatrve models for regronal food system devetopment

1
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Partners and Roles

DATCP will provide the primary role for the Buy Local, Buy Wisconsin program, which is to
coordinate development and implementation of the components.and ensure quality control. This
will be accomplished through 2 FTE positions that will develop program operations and materials,
conduct the application and award process and provide network coordlnatlon tralmng and
technical assistance. : : . S

DATCP will provide funds to the Wisconsin Department of Tourism for marketing and promotion of
the Food & Culture Tourism Trails. Tourism staff and staff from the advertising agency that designs
the State tourism campaigns have participated in the design and development of this. program from
the beginning, providing valuable expertise and counsel in proper program strategies. The
Department of Tourism also collects annual data related to tourism expenditures in the state, which
_will confribute to the evaluation mechanisms for the Food & Culture Tourism Trails.

Also through a memorandum of understanding, the University of Wisconsin - Extension Center for
~ Community Economic Development (CCED) will provide data tracking and reporting for program '
- evaluation. .CCED has assisted in development of th|s program by ldenttfymg benchmarks and
: |nd|cator sets for the data that will be tracked. . .

Other partners will be enga’ged to provide education and training programs that will be identified by,
and specific to each region. Each designated Food & Culture Tourism Trail region will receive a
start-up training package provided by CCED and other partners such as the Agricuiture Innovation
Center. In addition to the start-up package, the program will also offer specialized training
programs to each trail on a cost-sharing basis. Specialized fraining will be provided by partners that
have specific expertise, such as Resource Conservation & Development Councus technical
colleges local development corporatlons or other trail systems

Partners who have contributed to the development of this proposal are listed in Appendix A.
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Endnotes
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10.

1.

Keynes, John Maynard, The General Theory of Employment, Interest, and Money, 1936, Reprinted in
Keynes, Collected Writings, Vol. 7. Viewed at the Concise Encyclopedia of Economics, www.econlib.org.

Review of local economic analyses and impact studies posted by the New Economics Foundation at
W, gluggingtheleaks org'an'd www.newrules.org.

Klrschenmann F Stevenson S Buttel F. Lyson, T and Duffy, M., Why Worry About the Agriculture of
the Middle? Whlte Paper for the Agnculture of the Middle Project. Date n/a. Thié national initiative seeks
to renew what is being called the “agriculture-of-the-middle.” This term refers to a disappearing sector of
mid-scale farms/ranches and related agrifeod enterprises that are unable to successfully market bulk

commodities or sell food directly to consumers. www.agofthemiddle.org

[bid.

The Crossroads Resource Center is a Minneapolis-based non-profit organization that provides research
and consulting to buitd capacity and respond to issues of urban and rural poverty, ethnic diversity, food
security, sustainability and other concerns identified by communities. Center president Kenneth A. Meter
has been on the facuity of the University of Minnesota, Metropolitan State University, and a lecturer on
economics at Harvard Umversﬁy The Center has developed a statistical process for identifying the'

leakage of food dollars from a reglon and has applied the anaiy5|s in. several reglons Studies are posted
at www.crcworks. org

WWW. foodroutes org, “The Best Tasting Food Rlpens Close to Home far':_t sheet.

Crossroads Resource Center see endnote #5.

Clemens Roxanne The Expanding U.S. Market for Fresh Prodtce, Center for Agricultural and Rural
Development (CARD), lowa State Unlver5|ty, February 2004,

“Is "buying local’ the real deal?” Hartman Group. Hartman-group.com
www.sustainabletable orgfissues/energy/ and www.sustainabletable.org/issues/buylocal/ ; "17% of all

fossil fuel used in the U.S. is consumed by the food production system... Large amounts of fossil fuel are
required to power heavy farming machinery, to process foods, to refrigerate foods during transportation,

~ to produce packaging materials, and to manufacture and transport chemical inputs such as fertilizers

and pesticides.” and "In the US, the average meal travels 1,500 miles before it reaches your plate. Asa
result, food is less fresh, contains fewer nutrients, and requires costly, resource-intensive transportation
and packaging. Buying local is & key component of sustainabilify."

Reeder, R.J. and Brown, D.M., Recreat:on Tourism, and Rural Well- Bemg, u. S Department of
Agrlculture Economlc Research Service, August 2005.
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- Appendix A - Buy Local, Buy Wisconsin Participants

- .Agrictll.tu_rel. Innovatien'Center: Greg Lamdess. _Greg' V\ﬁse i
: A_lgoma'farm Market Kitcher: Mary Pat Cerlso_n - N
Blue Planet Partners: Jim Bower - .
Boelter & Lincoln: Diane Charno
Cranberry Discovery Center: Lorry Erickson
Crystal Infusion LLC: Mark Olson
Dairy- Business Iﬂnovation_ Center: Laurie Greenberg.
Dane County Supervisor. Kyle Richmond

Galena LLC: Mary Hasheider

Heart of Wisconsin Business & Economic Afliance: Connie Loden - -

Homegrewn Wisconsin: Susan}Rubinslein
" Innovative Leadership Ausiralia: David Beurle
justlocaifood.com: Aaron EIItinger
LakeFrent Brewery: Russ Klisch
Meudi Show Lambs Jenny Meudt
Michael Fields Agriculturai Instltute Ron Doetch Jeanne Merrill
Oconomowoc Lake Club: Jack Kaestner
- Resource Conservation & Development Coungils:
Glaeierland RC&D: Fred Depies
Pri-Ru-Ta RC&D: Chris Borden
*River Country RC&D: Pam Herdrich
S SW Badger RC&D Steve Berijens. .
Town & Country RC&D: Diane Genrgetta
Lori Harbas, RC&D, freelance writer
REAP Food Group: Mirfam Grunes
Roundy's Supermarket, Inc.: Karen Francheschi
Shooling Star Farm: Rink Davee
'SE WI Food & Farm Network: Deb Deacon
- Spooner’s Farmers Market: Connie Vap Sluys
Trails Media Group: Scott Klug ' .
..:_T_ravel Green Wisconsin: Ker_rie Cunningham
. .lthi_versity of Northern lowa: Kamyar Enshayan

' . USDA Nalural Resources Conservation Service: Don Baloun

* UW Center for Cooperatives: Anne Reynolds

_ =L'J_\lt._!'_Ext_ensit;m:

- Gary Green, Center for Community Economic
 Development; Jane I-lansen Mark Kopecky, Price County; .
Andrew Dane, Barron County ‘Rose Skora Kenosha

: Va_ndewalle & Associates:__B_'rian_Ellison

WestCAP: Tom Quinn
Williamson Street Grocery Co-op: Lynn Olson

W Agricultural Tourism Assn: Anna Maenner

Wi Arts Board: Rick Mafch

Wl Assn of Conventlon & Visitor Bureaus Ju[la Hertel

~WI Counties A_ssoclatlon: Dave Dumke

W Dept. of Agriculture: Trade & Consumer Protection:

Amy Bruner, Lois Federman, Will Hughes, Lora Klenke,
Kathy Schimitt, Lisa Stout_

Wi Dept. of Health & Family Services: Judy Allen, Amy Meinen

‘t_M.{_)ept. of Natural Resources: Susan Foote-Martin

__\'N_I"D'ept. of Tourism: Sarah Klavas -

"WI Farm Bureau: Tom Th:edlng

._WI Grocers Association: Cheryl Lytle, Brandon Scholz
‘Wl Home Grown. Lunch P_rogrem: Doug WubtJen

) Vttl t;ten;te Harvest: Jey Satinas.. . o

Wi Milk Marketing Board

Wi Potato & Vegetable Growers As's.ociation: Angela Hemauer
WI Restaurant Association: Susan Quamm ‘ |

WI Rural Pariners, Inc.: Kelly Haverkampf

Wi State Fair: Mary Beth Carr

Individuals: :

Terese Allen, Madison ; Susan Beitlich; Dale Secher; Stacy
Simpson; Ann Woods, Consultant ’
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Appendix B - Statistical Profile of Wisconsin

Agriculture Sector Profile - - - Wisconsin - United States ~ -

Farm-Related Employment (2000) 606,118 jobs . 25,834,574 jobs

(18.1% of total Wi employment) | (15.6% of total U.S. employment) _

Number of Farms (2002) 77131 2,128,982

Average Farm Size (2002) : 204 acres : | 441 adres
Value of Final Agricullural Sector Output (2002). $5.6 billion _ | $200.6 biltion
Rank among all States in .market value of agricultural #10

products sqld_(2_0.tj52). i

Value of Agﬂculturél Products Sold Directly to $200miion - - - | ' $812.2 million

.Con.su_mer_s (2002)

Farmers Markets (2004) _ 168 g 3,617

Source: USDA Agricultural Markefing Service and Claritas inc. © 2004,

Top 5 Agricultural Commodities (2002)

Commodity Value of reéeipts (thousand §) . Percent of U.S. value
Dairy products 2,662,650 . 13.0
Catleand calves .. 656,389 AT
Comn o : 565,059 32 -
Soybéans o ' 212,891 o 40

Potatoes . .199,535 .68

Wisconsin has- 80 CSAs. A CSA, (for Community
Supported "Agriculture} is a way for the food buying
public fo create a relationship with a-farm and to receive
a weekly basket of produce. By making a financial
commitment fo a farm, people become "members" (or
"shareholders," or "subscribers®) of the CSA. A CSA
season typically runs from late spring through early fali.
The number of CSAs in the United States was estimated -
al 50 in 1990, and has since grown to over- 1000.
Source: locaharvest.org. :

At right: Location of organizations involved in community-
supported agriculture, including farmers’ markets,
Source: foadroutes.org
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Appendix B, continued - Statiétical Profile of Wisconsin

$3,308,193,800 -

| $4,285,919,300

' WISCONSIN FOOD EXPENDITURES 2003 Estimated 2008 Projected ' % Change
TOTAL EXPENDITURES _$36,878,é_6§.000 ;$1: 11,781 262,000 | 28.66%
FOOD A'IT'HOM.E TOTAL | $10,087.288.400  |$11,629.915,600 - .'15.29%

| FOOD AWAY Féo'm_uoms TOTAL $9.1.79,6'8'9;.700 131 ; ,6'45,833,100  26.87%

| Foo As % oF ToTAL EXPENDITURES | 22.18% 20.82% —
FOOD AT HOME _
MEATS (ALL TYPES) | $1.861.204,800 | $2,157,324,000 15.91%
FISH & SEAFOOD PRODUCTS $184,691,300 $215,317,500 16.58%
FRUITS & VEGETABLES $1,066,740,400 $1,216,042,700 14.00%
DAIRY PRODUCTS $1,105,855,300 $1,270,049,600 14.85%
BAKERY PRODUCTS $1,112,871,600 $1,245,260,500 11.90% -
CEREALS & PRODUCTS $553,862,100 $648,158300 | 17.03% -
PREPARED FOODS - $1.714278.900 . | $2,002.1 18,.7:00. S 1879%
JUICES $251,516,400 $287,576,200 - C | 14.34%
FOOD AWAY FROM HOME
BREAKFAST & BRUNCH $629,276,300 $879,038,400 39.69%
LUNCH $2,242,462,400 $2,827,271,600 26.08%
:D.IN'NER .

29.55%

Source: USDA Agricultural Marketing Service and Claritas Inc. © 2004,
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Appendix C - Sample List of Local Wisconsin Initiatives:

A Kingdom So Delicious (Door County, W) A Kingdom So Delicious is a Door County Chamber of
Commerce program that features local food art and cuiture, presented through a map and passport |t|nerary
promotion. :

Midwest Organic and Sustainable EdUCation Service, Inc. (MOSES)(Spring Valley, WI) MOSES is a
501(c)(3) non-profit education-outreach organization, located on an organic farm, working to promote . -
sustainable organic agriculture. MOSES assists farmers, extension agents, organizations and others
requesting information. They organize events and provide resources and referrats to help peopte learn more ..
about the growmg opportunltles in orgamc agrlculture o o S

Madison Area CSA Coalltron (Madlson Wt) The Madison Area Community Supported Agnculture Coalltlon
is a non-profit educational organization working for a just and locally based food system by promoting CSA
Farms serving south and southwest Wisconsin. The annual CSA Open House and farm list help fresh food
‘enthusiasts in this region find a CSA farm they like. Their recently updated Food Book, ‘From Asparagus to
Zucchini: A Guide to Farm-Fresh, Seasonal Produce, is an indispensable tool for ali fresh produce lovers.

Family Farm Defenders (Madison, WI) Family Farm Defenders is committed to building a farmer-controlled
and consumer-oriented food system. They deveioped their own cheese label: Family Farmer Cheese. Milk for
their cheese comes from small dairy farms in south-central Wisconsin that use no artificial hormones. Gedar
Grove Cheese Co. makes their cheese and pays farmers "the cost-of-production plus profit price."

Crossroads Kitchen (Menomonie, WI) Crossroads Kitchen is a shared-use commercial kitchen located in
downtown Menomonie, WI. Crossroads provides local farmers and food businesses with access to space,
food processing and packaging equipment and cold and frozen storage. The Kitchen is rented on a per hour
or weekly basis. Crossroads Kitchen leases space in its building to the Menomonie Market Food Cooperative,
and manages the Menomonie Farmers Market on Wednesdays and. Saturdays during the growing season.

Just Local Food Cooperative (Eau Claire, WI) Just Local Food is a worker-owned cooperative witha
delivery service and warehouse store featuring fresh, local organic¢ milk, in-season vegetables and fruits,

eggs, cheese, butter, fish, chocolates, coffeg; honey, maple syrup, water, pizzas, frozen fruits & veggies, and
frozen meats {beef, pork; chicken, turkey, bison & iamb) These local foods are avallable in their retail store or
can be delivered weekly. - .

Rainbow Farmers Cooperative (Milwaukee, WI) The Rainbow Farmers Cooperative is dedicated to the
- viability of small family farms, connecting consumers and producers through a sustainable community

" controlled distribution system. This partnershrp provides much needed fresh, safe, and healthy food choices

" for families in urban communities. By securing markets for specialty crops and other farm products, the RFC
strives to keep these farms operating and to secure a healthy food stream for consumers.

Slow Foo_d Wls_co_nsm {Madison and Milwaukee, WI) Brings together people interested in expe'rienc_ing,

- celebrating and preserving our food traditions. They support artisan producers committed to sustaining the
land and who develop products of excellent taste—Wisconsin farmers, cheesemakers, sausagemakers, -
win_emak'ers and brewers. They offer taste education programs for school children and community members.

Wisconsin Homegrown Lunch Program (Farm to School) (Madison, WI) Pioneering farm to school efforts
exist as part of the Wisconsin Homegrown Lunch (WHL), a community-based initiative working with the
Madison Metropolitan School District Food Service to enhance the existing meal programs by introducing
fresh, nutritious, locally produced foods to students.
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Appendix D - Other States’ Strategies

< Many states are explorlng strategres that develop and promote reglonal food systems to benef t the|r
agricultural economy. Examples include:

Michigan: An executive directive from the Michigan govemor reformed state procurement policy to increase
purchases from Michigan farmers and businesses. The resuit was-an 85% increase in M|chigar| purchases by
state agencies in the first year of the. program Lo T

California: Proposed Ieglslat[on to establlsh the Califorma Fresh Start Pllot Program that encourages publtc
K-12 schools to promote the consumption of nutritious fruits and vegetables The: Iaw also states that pnonty
shouid be glven to Cahfornla producers when purchasmg produce ' T _

Washington: Created a direct marketmg assustance program for small farms The program helps farms
- comply with direct marketing regulations; assists in developing infrastructure and informational resources to
- increase direct marketing opportunities; promotes localized food production systems; increases access to
- information for farmers pursurng direct sales to consumers and assists in developlng and submltting
proposals for grant programs. . i ; - ,

. New York_: The New York Reg:onal Agriculiure Development Act of 2005 established a $250,000 regicnal
direct marketing program, regional agriculture centers, and a value added grant program. The act established
a patriotic history promotion program, a fishing promotion predram, a cycllng promotion program and an agri-
tourism grant program. . .

-A $1 million agri-tourism |n|taat|ve has been funded by the New York legislature, allow:ng food and farm
refated businesses a chance to attract tourists and generate income. The program is geared for businesses
such as produce stands, farmer's markets, cider mills, maplesugar processors, cheese makers and wineries.
The program provides up to $50,000 in matchmg funds to conduct ag-related tounsm projects across the
state . _ ,

Pennsylvania: Introduced legislation to est_ablish the l-lealt_hy Fa‘rms and Healthy Schools program.'This
program would train teachers and other educational staff on nutrition and agriculture education. A list of -
Pennsylvania farmers who have agreed to supply food products from Pennsylvania farms would also be™
established. Grants would be awarded to mdwrdual schools to procure local produce and |mplement the

- educational aspects of this program. -

Vermont: Proposed abill to establlsh a mini-grant program to help schools obtain resources to increase their
use of local foods and te educate school children about nutrition and farming. This program also aims to help
-farmers find local markets for their products and to fund a prolect that will help Vermont farmers to process

e thetr products.

: Vermont launched the Buy Local, 10% leference campaign in an effort to shift 10% of consumer. food dollars
“from imported foods to foods produced in Vermont. This program in linked to the state's “Vermont Seal".
branded program and the online Vermont producer listings.
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Appendix E -~ 10% by 2010 Goal

Data on the total amount of locally grown food purchased by Wisconsin consumers, businesses and
institutions has not been captured to date. Through the Buy Local, Buy Wisconsin program
benchmarks will be established for measurable tracking against the 10/10 Goal. The following
mformatlon was used to establish our goals and analysis. : :

1.

2.

4. °

.| Total Annual Wl Food Expenditures’ | $19.2 Billion h

10% Opportunity $1.9 Billionn

1. USDA and Clamas Inc. @ 2004
2, New Econamics Foundation-London, www., pluggmgthe!eaks org

Vermont is usmg a similar model — Buy Local, 10% Difference. Vermont established the 10% _
$100 million dallar goal to encourage consumers to support their state and local communltles by -
eating locally produced foods.

“When the ecoriomy slumps and money gets tight, people put off
purchases for new items like furniture, cars, electronics and vacations. No
matter how tough things get however, people stil have o eat. -Vermont
citizens spend approximately 13.5% of their annual income on food. The
median family income in Vermont (all households) is about $40,856 which
translates into about $5,515 spent annually on food. With 240,000
households in Vermont, it translates into about $1.3 billion spent on food by
Vermonters each year. [f Vermonters were to shift just 10% of their food
purchases to buying locally grown food products that could potentially add
an additional $130 million to Vermont's economy.”

Source: http:lfwww._\?ermontagricuItUre.comlbuyvermont3. htm

Currently less than 1% of all Wisconsin agricultural products are sold directly to _c:onsumers,

Value of Agricultura.l Products Sold Direct to Consumers $29.0 million -
Total Annual WI Food Expenditures $19.2 billion
% of sold directly to consumers - 0.15%

it is assumed that the total number of dollars spent on Wisconsin local purchases will be Iarger
than the 0.15% above due to the following:

« This does not include restaurant and institutional purchases.
¢ The number of direct selling producers and the Farmers’ Markets are mcreasmg steadily.

Sotirce: USDA Agncultural Marketing Service and Claritas Inc. 2004; Data from 2002..

...locally grown food makes up less than 1 percent of the $900-billion (US) food industry.”

Source: Newsday.com. “Local Farms Delivering Freshness®, Becky Aikman,
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BUY LocAL, Buy WISCONSIN
PROGRAM OVERVIEW

The Buy Local Bﬁv Wisconéin “10% Goal”

$19.2 Billion Total Annual WI Food Expenditures x 10% = $1.9 Billion Opportumty

Food & Culture Tours

Creates new markets for WlSCOIlSIl’l s Agricuiture Products

Groups work together in each regmn to develop traﬂs that add value and help
increase farm income

Partnership with Dept of Tourism and Linkage with Dept of Transportation

'R_egional Food System Development

Identifies and addresses hurdles facing regional food system development:
distribution, processing, access to markets, lack of state policy, 1nst1tut10na1
purchasing
Consolidated, coordinated efforts bring groups new market opportumtles for
producers increasing farm income

Wisconsin Department of
Agr:culture, Trade & Consumer Protection

m 2 FTE Economic Development Consultants
® Grant Program Development and Management
m Branding & Image

s Marketing
]
n
|

Training and Education
Web-based Networks
Program Evaluatlon and Impact Trackmg







BUY LOCAL, BUY WISCONSIN- Q&A
Buy Local, Buy Wisconsin is good for ou:f_ e#on_omy and our_hea!th.

What is the Buy Local Buy Wisconsin nrogram'?
The Buy Local, Buy Wisconsin program has the followmg obj ectives: :
- 1. Develop, expand and enhance regional food markets for Wisconsin producers. and
processors
2. Increase consumer awareness and access to high quality locally produced foods
3. Expand regional agncultural tounsm in Wisconsin

The program will have two components:
1. Regional food system development
2. Food & Culture Tourism Trails

WI Department of Agriculture, Trade and Consumer Protection (DATCP) will provide
grants and technical assistance to farmers, community organizations, nonprofits and
businesses to develop regional food markets and food and culture tourism trails.

Who developed the Buy Local, Buy Wisconsin program?

Over the course of 6 months, DATCP convened meetings to discuss barriers to regional
food systems and agricultural tourism with over 70 people in attendance, including
farmers, farm group leaders, Extension agents, state agency staff, and nonprofit
organizations. The Buy Local, Buy Wisconsin program emerged out the meetings and
has received broad support from Wisconsin producers, manufacturers, retailers,
community organizations and others.

Why do we need the Buy Local, Buy WI program? '
The Buy Local, Buy Wisconsin program will be the first program of its kind to meet to
growing consumer demands of local food, increase access to regional food markets for
“Wisconsin farmers, and develop regional food tourism trails. Buy Local, Buy Wisconsin
1s good for our economy and our health. Buy Local, Buy Wisconsin represents the first
- comprehensive approach to keep food dollars in Wisconsin communities, which will help
local businesses, improve farm income, and increase consumer access o healthy food.

- How does this program differ from other state initiatives? Aren’t others doing this work?
The Buy Local, Buy W1 program will for the first time provide financial and technical
assistance resources to expand regional food markets by addressing barriers like the lack

- of processing and distribution infrastructure and dovetail that work with regional food
tourism. No other state agency is comprehensively addressing the local food need and
opportunity. . Wisconsin has the opportunity to be a leader in the development of local
food initiatives, which will be good for our economy and our health. The Buy Local,
Buy Wisconsin initiative is an innovative and exciting approach to meet the growing
consumner demand for fresh, healthy food. :




" How much locally produced food is purchased in Wisconsin? _

As part of the work of the Buy Local, Buy Wisconsin initiative, DATCP will formally -
assess where we are today. We know from other studies around the country that local
food purchases are typlcally between 1 and 3 percent. :

How will the money for Buy Local. Buy Wlsconsm be spent?
The Buy Local, Buy Wisconsin proposal includes $225,000 in annual grant fundmg for

regional food system development and food and culture tourism trails. The proposal also -

funds technical assistance resources, in the form of two staff at DATCP, who wﬂl heIp
address barriers to regional food systems. '

For more information on the Buy Local, Buy Wisconsin program, contact:

“The Office of Senator Julie Lassa
State Capitol, Room 323 South
P.O. Box 7882 '
Madison, W1 53707-7882
608-266-3123




Buy Local, Buy Wisconsin Meeting Participants

Agricultural Innovation Center: Greg Lawless, Greg Wise
Algoma Farm Market Kitchen: Mary Pat Cartson

Blue Planet Partners: Jim Bower

Boelter & Lincoln: Diane Charno

Cranber_ry Discovery Center: Lony.Erickson

C&stal Infusion LLC: Mark Qlson

Dairy Business Innaovation Center: Laurie Greenberg
Dane County Supervisor: Kyle Richmond

Galena LLC: Mary Hasheider

Heart of Wisconsin Business & Economic Alliance: Connie Loden

Homegrown Wisconsin: Susan Rubinstein
" Innovative Leadership Australia: David Beurle
justlocalfood.com: Aaron Eliringer
LakeFront Brewery: Russ Klisch
. Meudt Show Lambs : Jenny'Méudt_
Michael Fields Agricultural Institute :Ron Dostch, Jeanne Merrill
Gconomowoc Lake Club: Jack Kaestner |
Resource Conservation & Development Councils:
Glacierland RC&D: Fred Depies
Pri-Ru-Ta RC&D: Chris Borden
River Country RC&D: Pam Herdrich
- SW Badger RC&D: Steve Bertjens
Town & Country RC&D: Diane Georgetta
Lori Horbas, RC&D, freelance writer
REAP Food Group: Miriam Grunes
Roundy's Supermérket, Inc.: Karen Francheschi
Shooting Star Farm: Rink Davee
SE WI Food & Farm Network: Deb Deacon
" Spooner's Farmers Market: Connie Van Sluys
Trails Media Group: Scott Klug
Travel Green Wisconsin: Ke;'rie Cunningham
University of Northern lowa: Kamyar Enshayan

USDA Natural Resources Conservation Service: Don Baloun

UW Center for Cooperatives: Anne Reynolds
UW Extension:

Gary Green, Center for Community Econamic
Development;Jane Hansen; Mark Kopecky, Price County;
Andrew Dane, Barron County; Rose Skora, Kenosha

Vandewalle & Associates: Brian Ellison

WestCAP: Tom Quinn

Williamson Street Grocery Co-op: Lynn Olsor_1 _

WI Agricultural Tourism Assn: Anna Maenner

W Arts Board: Rick March ‘

Wi Assn of Convention & Visitor Bureaus: Julia Hertel
WI Counties Association: Dave Dumke

Wi Dept. of Agriculture: Trade & Consurﬁer Protection:

Amy Bruner, Lois Federman, Will Hughes, Lora Klenke,
Kathy Schmitt, Lisa Stout

WI Dept. of Health & Family Services: Judy Allen, Amy Meinen

Wi Dept. of Natural Resources: Susan Foote-Martin

WI Dept. 'of Tourism: Sarah Klavas

W1 Farm Bureau: Tom Thieding

W Grocers Association: Cheryl Lytle, Brandon Scholz

WI Home Grown Lunch _F’rogrém: Doug Wubben

WI| Home Harvest: Jay Salinas

W1 Milk Marketing Boarq

W] Potato & Vegetable Growers Association: Angela Hemauer
W1 Restaurant Association: Susan Quamm |

Wi Rural Partners, Inc.: Kelly Haverkampf

wi Stafe Fair: Mary Beth Carr

Individuals:

Terese Allen, Madison ; Susan Beitlich; Dale Secher; Stacy

Simpson; Ann Woods, Consultant







